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PENGARUH BRAND AMBASSADOR STRAY KIDS 
TERHADAP BRAND IMAGE SHOPEE 
ABSTRAK 
Oleh: Velent Vanesia Tehae 
 
Persaingan ecommerce di Indonesia semakin meningkat. Masing-masing ecommerce 
menjalankan berbagai strategi marketing untuk menarik perhatian khalayak dan 
mempertahankan pelanggannya. Salah satu strategi marketing yang dilakukan adalah 
dengan menggunakan brand ambassador sebagai representasi sebuah brand. Shopee 
merupakan salah satu ecommerce yang menggunakan brand ambassador dalam 
meningkatkan citranya. Penelitian kuantitatif ini bertujuan untuk mengukur dan 
mengetahui adakah pengaruh dan seberapa besar pengaruh brand ambassador Stray 
Kids terhadap brand image Shopee. Penelitian ini menggunakan konsep marketing 
communication, brand ambassador dan brand image. Dalam pengumpulan data 
menggunakan survei dengan menyebarkan kuesioner kepada followers Shopee 
sebanyak 100 orang dan menggunakan skala likert. Penelitian ini menggunakan teknik 
purposive sampling. Hasil dari kuesioner diolah melalui SPSS versi 25 dengan uji 
regresi linear sederhana. Hasil penelitian menunjukkan bahwa terdapat pengaruh antara 
variabel brand ambassador Stray Kids terhadap brand image Shopee sebesar 12,7 
persen dan 87,3 persen dipengaruhi oleh faktor lain yang tidak dibahas dalam penelitian 
ini. 
 






THE IMPACT OF STRAY KIDS AS A BRAND AMBASSADOR 
TO SHOPEE’S BRAND IMAGE 
ABSTRACT 
By: Velent Vanesia Tehae 
 
E-commerce competition in Indonesia is increasing. Each e-commerce carries out 
various marketing strategies to attract the attention of the audience and retain their 
customers. One of the marketing strategies carried out is to use a brand ambassador 
as a representation of a brand. Shopee is one of the e-commerce companies that uses 
brand ambassadors to improve its image. This quantitative study aims to measure and 
determine whether there is an influence and how much influence the Stray Kids brand 
ambassador has on Shopee's brand image. This research uses brand ambassador, 
brand image, marketing communication and marketing public relations as the 
concepts. In collecting data using a survey by distributing questionnaires to 100 
Shopee followers and using a likert scale. This research uses purposive sampling 
technique. The results of the questionnaire were processed through SPSS version 25 
with a simple linear regression test. The results showed that there was an influence 
between the Stray Kids brand ambassador variabel on Shopee's brand image of 12.7  
percent and 87,3 percent influenced by other factors not discussed in this research. 
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